Introduction. Proper and healthy nutrition during pregnancy is one of the strongest external determinants of normal development of the foetus. Due to its health-enhancing properties, organic food is its desirable element. Therefore, the analysis of the consumer behaviour associated with organic food among pregnant women seems relevant, in particular given the small number of scientific reports addressing this problem.
MATERIAL AND METHODS
The empirical study was conducted using the PAPI (Paper and Pencil Interviewing) method. An anonymous questionnaire was used as a research tool. The respondent inclusion criteria were consent to participate in the survey and pregnancy. The sample consisted of 100 women aged from 18 to 44 living in Lublin and its surroundings. They were assigned to two survey groups distinguished in terms of having children. The first group were pregnant women with no other children, and the second group were pregnant women who already had at least one child.
The questionnaire was constructed in accordance with the rules for survey data collection [6] . There were questions about the sources of information on organic food, motivations in the purchase of such food, and organic products for which the respondents would be willing to pay a higher price than
INTRODuCTION
Organic farming and organic food are associated with such attributes as naturalness and attainable food safety [1, 2] . This aspect is particularly important in the case of consumers that are at the highest risk of exposure to the negative impact of chemical contamination, e.g. pregnant women and children [3] [4] [5] . The diet of a pregnant woman should be based on food products characterised by high nutritional and health-enhancing quality. However, the available literature provides little information on the actual relevance of this type of food in the diet of pregnant women as well as their consumer behaviours and motivations in the purchase of organic food.
AIM
The aim of the study was to analyse the behaviour and attitudes of pregnant women towards organic food. The research was based on opinions expressed by the surveyed respondent DOI: 10.1515/pjph-2017-0034
Institute of Animal Nutrition and Bromatology, University of Life Sciences, Lublin, Poland for a conventional product. Additionally, the respondents answered questions about the frequency of organic food purchase and were asked to define the characteristic features of organic products. They were also asked whether they would decide to feed their offspring with organic food in the future.
The results were statistically analysed using the Statistica version 13 computer program (Dell Inc. 2016). To determine statistically significant correlations between the answers and the differentiating factor (having children), the Pearson's nonparametric χ 2 test was used (Yates correction was applied in justified cases). The value of α=0.05 was assumed as the level of significance (significant differences at p<0.05). Pearson's C contingency ratio was calculated to determine the strength of the correlations [7] . The results are presented as means, medians (Q 2 ), and percentages of answers in the individual groups and for the total number of the surveyed respondents.
RESuLTS
The average age of the respondents was 24.38 years (Q 2 =23.5 years) in group I, and 30.29 years (Q 2 =30.0 years) in group II. The women in the first group had no other children. In group II, 66% of the pregnant women had one child, 24 % had two children, and 10 % had three children. Approximately 40% of the respondents had higher education. Secondary education was declared by a similar percent of the women from group I and by approximately 30% in group II. A similar percentage, i.e. approximately 30%, of the respondents from this group had basic vocational education. In both groups, occupationally active pregnant women accounted for the highest percentage. In group II, they accounted for 62%, whereas only 36% of the pregnant women with no other children had a job. In this group, over 50% were professionally inactive (26%) or studied (ca. 26 %). A vast majority of the group-I respondents estimated their material status as good (67%), while this answer was chosen less frequently by the respondents who already had children (41%). The women in group II declared a moderate material status (40 %), whereas this answer was chosen by a two-fold lower number of the respondents from group I. Over 67% of the pregnant women in group I and 60% of the respondents in group II lived in the city.
More than half of the surveyed women knew the concept of organic food (Table 1) . Approximately 40% of the respondents from each group only heard about organic food and had insufficient knowledge about it. Only 5% of the women surveyed did not know what organic food was (p=0.856). The Internet (48%) and commercials (43%) were indicated as the most popular sources of information. The respondents expecting the first child most frequently indicated commercials as the source of information, in contrast to the women with children (p=0.043). However, the strength of the correlation between having children and the choice of this source of information was weak (C=0.198). The television (36%) and the press (35%) as well as study courses (24%) were a frequent source of knowledge about organic food indicated by all the respondents. The lowest amount of information was provided to the respondents by a doctor/dietitian (6%).
The pregnant women most often declared varied frequency of buying organic food (63 %) or their own production of organic food (11 %). Every fourth respondent did not buy organic food ( Figure 1 ). Approximately 27% of the pregnant women bought organic food several times or once a month, 22% of the respondents bought this type of food several times a year, and 14% declared buying organic food every day or several times a week. The differences in the frequency of organic food purchase between these two groups of pregnant women were not significant (χ 2 =9.41; p=0.224). As defined by a majority of the respondents, organic food is primarily healthy (73%) and natural (60%) ( Table 2) . Approximately 40% of the women thought that the food was free from chemical contaminants (40%) and expensive (36%). Only 5% of the women indicated low attractiveness of the appearance of organic food, and 6% of women pointed a much higher nutritional value of such food than that of conventional food. There were no statistical differences in the responses between both respondent groups (p<0.05). The main reason for the purchase of organic products expressed by the respondents was the need to take special care of their health during the pregnancy time (47%). The need to look after the family was indicated by over 40% of the women. This answer was chosen more frequently in group II than in group I (50 % vs 28.6 %; p=0.032). The strength of the correlation between having children and this choice was weak (C=0.210). An important purchase motivation was the care for the natural environment, as 15% of the respondents chose this answer. Some women consumed organic products following the fashion for a healthy lifestyle (8%) and due to the palatability of organic food (11%). The lowest percentage of the pregnant women mentioned doctor's recommendations as the motivation (4%). Organic products for which the respondents would be ready to pay a higher price included meat (63%), food for children (34%), milk (30%), fruit (26%), and vegetables (24%). Every tenth pregnant women declared readiness to pay a higher price of organic juice. Only this answer statistically differentiated both respondent groups. Pregnant women expecting the first child chose this product and declared that they would accept its higher price, in contrast to the women who had other children (19% vs 5.2%; p=0.029). However, the strength of the correlation between the differentiating factor and the choice of this answer was weak (C=0.214).
Over 60% of the respondents declared that the future nutrition of their children will be based on organic food due to its health safety. Every third woman had no opinion on the subject, and only 4% declared that they would not make this decision (Figure 2 ). There were no statistically significant differences in the responses regarding the future use of organic products in the child nutrition between the respondent groups (χ 2 =0.836; p=0.658). TABLE 2. Characteristics of organic food and motivation for its purchase specified by the respondents and organic products for which the respondents would be willing to pay a higher price than for their conventional counterparts.
Group I, Pregnant women expecting the first child, n=42
Group II, Pregnant women having one child or children, n=58 The total number of women surveyed, n = 100
Group II, Pregnant women who already have a child or children, n = 58
Group I, Pregnant women expecting the first child, n = 42 FIGURE 2. Decision on the use of organic products in child nutrition.
DISCuSSION
As a result of the decreasing consumer confidence in conventional food and the increasing consumer awareness of the importance of rational nutrition determining good health status, the modern market is continuously searching for organic food. The consumer motivation in the purchase of organic food is based on the perception thereof as healthy and safe products. An equally important argument is the absence of chemical contaminants and the production methods based on natural manufacturing processes in harmony with the natural environment [1, 2, 8] . This is in line with the results obtained in this study, as the characteristics ascribed by the pregnant women to organic food included its heathy, natural, and chemical contaminant-free nature. The purchase of organic food by the respondents was mainly prompted by the need to take special care of their health during the pregnancy period and the family. The literature provides reports on the health-enhancing effect of organic food on pregnant women and their children associated with a lower risk of preeclampsia [5] as well as atopic eczema and allergies in children [3] .
Half of the pregnant women surveyed in this study were familiar with the concept of organic food, and 40% of the respondents have heard about such products but their knowledge was insufficient. They found information about organic food mainly in the media, which are a widely available, rich, simple, and convenient source of valuable information for the consumer. Similar results were also reported in previous studies focused on the opinions of pre-school children's mothers about this type of food products [9] .
As reported in other studies [1, 9, 10] , the pregnant women purchased organic food infrequently, i.e. several times or once a month or sporadically (several times a year). Only 14% of the respondents declared that they bought it every day or several times a week. However, it should be noted that 11% of the pregnant women had access to self-produced organic food. In investigations conducted by Torjusen et al. [4] on pregnant women in Norway, frequent organic consumption was declared by only 9.1% of women. As demonstrated by Łuczka-Bakuła [11] , consumers of organic food can be divided into three groups of regular, periodic, and occasional buyers.
The period of pregnancy is a very important time for both the mother and her child. Nutrition of a pregnant woman is one of the most potent external determinants of normal development of the foetus. Inadequate levels of nutrients in the mother's organism or the presence of chemical contaminants may predispose the child to chronic diseases in adulthood. Therefore, it is essential to follow the principles of a healthy and rational diet during pregnancy with organic food as a desirable element of the diet [12] . In the present study, the pregnant women were ready to accept higher expenses related to the purchase of organic food. Most often, they indicated such products as meat (63%) or food for children (34%). The analysis of the readiness to introduce organic food to child nutrition due to its health safety has demonstrated a positive attitude in more than 60% of the respondents. The previous survey of opinions expressed by pre-school children's mothers [9] showed similar readiness to accept the higher costs of such organic food as vegetables (59%), fruit (54%), cured meat (43%), or eggs, bread, meat, and juice (approx. 37%). There are many reports in the available literature emphasising a strong correlation between mother's nutritional awareness and knowledge and the choice of food for their children. This indicates an important role played by mothers in maintenance of good health in their children and development of appropriate nutritional behaviours [13, 14] .
CONCLuSIONS
1. A majority of the respondents declared buying organic food infrequently. 2. The respondents were familiar with the concept of organic food. The frequent sources of information about these products were commercials, as indicated by the women expecting the first child, and the Internet in the case of the respondents with other children. 3. The main reasons for consumption of organic food were the need to take special care of health during the pregnancy time and the need to look after the family. However, the respondents with children indicated the need to look after the family as the major motivation. 4. The pregnant women declared their readiness to accept higher costs of selected organic food products. 5. Most of the respondents declared readiness to introduce organic food to child nutrition due to its health-enhancing quality. 6. Differences were noted in the use of the sources of information about organic food or the importance of individual determinants of their purchase by the pregnant women. This knowledge can be used on the organic food market to develop marketing solutions that will help fulfil the needs of this group of consumers more effectively.
